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ICALL Products are in 


Universal Demand. 


We are 


the actual 


Manufacturers 


——-- 


Vibratory Massage Apparatus. Icall No. 2 de-Luxe. A 
highly finished apparatus for professional or home use. 


The ICALL Hair Dryer. Very powerful and 
silent running motor on ball bearings, ensuring 
a tremendous speed. IcaLL Stanp with tele- 
scopic action and nickel plated fittings. 
EVERY ay woe will find ICALL Products profitable lines to 
handle because :— 


They are the most up-to-date electrical appliances on the 

market. 

They are designed with that unerring accuracy which erfsures 
perfect results. 

They embody all the latest improvements known to electro 
medical science. 

They aoe in universal demand and show a good margin of 
profit. 


EVERAY HIGH 
FREQUENCY 

VIOLET RAY. 
Very efficient ap- 
paratus for inten- 
sive treatments, § 
from £2 17s. 6d. iin 


Write for a free copy of our handsome catalogue. 


It contains illustrations and descriptions of Ultra- 
Violet Radiation Lamps and almost every requisite 
for the practice of Electro-Medical Science, and 


also a wide range of Electrical Apparatus for 
Hairdressers. 


And at 33a, Gordon Street, Glasgow 


Agents for Australasia: Hu.castie, Lrp., 341, 
* Kent Street, Sydney, N.S.W., and York 


House, Lambton Quay, Welling ton, N.Z. 
1 ® LITTLE SAINT ANDREW STREET, Agents for South Africa : Central ae Agency, 
CHARING CROSS ROAD 7 - LONDON, W.C.2. Ltd., P.O. Box 1033, 


Johannesburg. 
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FOR THE BEST RESUL 


ADVERTISE YOUR “WANTS” IN 


THE ELECTRICAL REVIEW 


Small Classified Advertisement . Columns. 


RATES and ORDER FORM. 


If prepaid ‘ . 1d. per word. 
3 Insertions for the price of 2. 


**Situations Vacant’’ and ‘‘ Wanted’ | 


Box Number counts as 7 words. 


To THE ELECTRICAL REVIEW, LTD., 4, Ludgate Hill, London, E.C.4. 


Cheques and Postal Orders, made payable to Tue ae 
Execrrican Review, Lrtp., must accompany 


PREPAI verti nts. 


‘*For Sale,’’ ‘‘ Articles Wanted,"’ ‘‘ Agencies,”’ per line oF 


** Businesses for Sale & Wanted"’ and ‘‘ Miscellaneous.’ 


Please snsert the above advertisement for.............ccccccees weeks, under........ 
bo cover cost. 


Auction Notices and Educational Notices, 14/+ per inch. 


8 words to a line. 8 lines to an inch. No Reduce! for a Series. 


6d. extra charged for postage on replies. 


for which I enclose remittance value £ 


Latest Time for Receiving ‘‘Smallis’’ TUESDAY, 5 


The Cleaner that pays—all ways. 


The Dealer can sell no better Cleaner 
than the ALL-BRITISH B.V.C. 
“TURBINET.” It is guaranteed to 


give your customers every satisfaction. 


B.V.C. 


TURBINET 
Electric Cleaner 


Write for full particulars and terms. 
It is the finest ritish Cleaner on the 
market—and will pay you handsomely. 


(Dept. T. 48), 


THE BRITISH VACUUM CLEANER & ENGINEERING Co. Ltd. 
PARSONS GREEN LANE, S.W.6. 


Apri, 1927. 


14/- per inch. 


BOOKS OF INTEREST 
TO THE RETAILER. 


THE PRACTICE OF ELECTRICAL WIRING. 
D. S. Munro. 
5/- net. 5/4 post free. 


ELECTRICAL ESTIMATING FOR INDUSTRIAL 
LIGHTING INSTALLATIONS. 
J. C. Connan, B.Sc., A.M.I.E.E. 
12/6 net. 12/10 post free. 


BROADCAST RECEPTION IN THEORY AND 
PRACTICE. 
J. L. PrivcHarb. 


8/6 net. 8/10 post free. 


ELECTRICITY FOR EVERYBODY. 
R. Bortase MatrHews, Wh. Ex. 
7/6 net. 7/10 post free. 


ULTRA-VIOLET RAYS IN THE TREATMENT 
AND CURE OF DISEASE. 


Percy M.R.C.S. 
7/6 net. 7/10 post free. 


THE ELECTRICAL REVIEW, LTD. 
4, Ludgate Hill, LONDON, E.C.4. 
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The Electrical Retailer 


and Dealer. 


OFFICE: 4, LUDGATE HILL, LONDON, E.C.4. 


Telegraphic Address: ‘* Ageekay, Cent., London,” 


Telephone No.: Central 7072 (Three Lines). 


Notes and 


The Contractors’ Convention. 


One of the most interesting electrical events of the 
year will be the second annual convention of the Elec- 
trica! Contractors’ Association Allied Associations, which 
is being held at Scarborough from June 22nd to 25th 
inclusive. ‘Those who attended last year will remember 
what a highly pleasing event it was, and this year it 
promises to be equally suecessful. Of particular 
application to the retailer is a paper entitled ‘‘ The 
Kleectrical Showroom as a Com- 


All communications to be addressed to The Electrical Review, Limited. 


APRIL, 1927. 


Comments. 


fans—that the fan and a wallplug are not sufficient in 
themselves.”’ The electrical mind, of course, just 
laughs at such a crude and misplaced notion, but the 
sooner it is exploded the better for all concerned. It 
is a rather forcible and timely reminder of the fact that 
there is still much ignorance abroad, and until that 
ignorance is displaced by education, the finest electrical 
goods may stay in the manufacturers’ stock shelves or 
in the dealer’s showroom. At the present period of the 
vear the new season's fan sale arrangements should be 

well in hand, and coincident 


mercial Proposition and _ its 
Relation to the Industry,” 
which is to be read by Mr. 
H. E. Walker. Other papers 


CONTENTS. 


with display is the oppor 
tunity to lay the aforesaid 
‘ nuisance -to-run’’ bogey 


NOTES AND COMMENTS: once and for all. bearing in 
= be reed are Some The Contractors’ Convention. Promoting that simplicity of opera 
interesting Points on Modern Summer Fan Sales. Electricity versus Gas tion always carries much 
Installation Work,’’ by Mr. in Cooking. Electrical Retailers and Wire- weight with the user. This 
R. Grierson, and “ Esti- less. The Wireless Boom. The Trend of 


mating and Costing for Elec- 
trical Contractors,’’ by Mr. J. 
Kirkham. Those wishing to 
attend the convention can 
obtain further particulars 
from the general secretary, Mr. 
L. C. Penwill, 15. Savoy 
Street, Strand, W.C.2. 


Demand. Window 
Time. Don’t Overstate Values. 
Become Insolvent. 


THE ELECTRICAL RETAILER'S BANK- 
ING ACCOUNT, by C. Bidwell, M.I.B. 


PRICE TICKETS, by Eric N. Simons. ‘* mixed ’’ for 


PRACTICAL ADVERTISING FOR THE 
RETAILER—II, by Victor Hyde. 


Lighting After Ciosing 


can be effected in either of two 
es te ways: by explanation in the 
window, and by demonstra- 
tion within. Three or four 
fans should be placed on cir- 
cuit in the window, and 
preference— 
oscillating, ceiling and other 
types—with coloured paper 
streamers affixed, so that those 


° ° ° SELLING LINES FOR THE RETAILER not sufficiently close to the 
Promoting Summer (illus. ). window to see the movement 
Fan Sales. SELLING GOODS ON DEFERRED of the blades will be arrested 


Fan sales were under discus- 
sion. The Company made an 
excellent fan, in the usual 


NEWS ITEMS. 


PAYMENT TERMS, by a Credit Trader. 


by the continuous whirl of 
the paper. Boldly lettered 
showeards would establish the 


range of models, but sales were 

net on the scale that a good product and consistent 
advertising should have put them. As showing the 
kind of public impression they were up against, the 
reason which the manager of the fan department 
adduced is worth the consideration of every elec- 
trical retailer. ‘‘ The ordinary user of electricity,” 
he said, ‘‘ has got hold of the idea that you've 
got to have a special supply from which to run 


message, ‘‘ Keep Cool—aAll 
You Need is a Fan and an 
Ordinary Domestic Electric Supply,’’ or ‘‘ Simple to 
Run, Quick to Cool.’’ Equally as prominent should 
be the urge to ‘‘ Walk in and ask for a Demonstra- 
tion.”’ 

It’s easy enough—and at this season obvious enough 
—to arrange a telling fan display, but if there is no 
simultaneous effort to educate the user on a point where 
many are sadly misinformed, not even the best display 
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will pull its full weight. So ‘‘ Simplicity and no 
Extras ’’ should be the guiding policy in regard to 
fans this year. 

* * * 


Electricity versus Gas in Cooking. 


We must confess that the tests recently carried out 
in L.C.C. domestic economy centres in order to dis- 
cover the relative merits of cooking by electricity and 
by gas do not strike us as convincing. In the first 
case, and principally, the chief motif of the tests seems 
to have been the comparative costs of the two forms 
of heat, quite regardless of all other factors. At 
Woolwich, for instance, it was found that the grilling 
of chops costs a penny three farthings by gas against 
twopence by electricity, and it was also found possible 
to cook a meat meal, with vegetables, for two pence 
by gas, whereas the same meal cooked by electricity cost 
threepence. These figures are based on electricity at 
a penny a unit, and it is on these figures that those 
responsible for the test declare that cooking by elec- 
tricity is not as yet an economic proposition. 


Apparently no notice is taken of the recognised 
advantages of electrical cooking, such as cleanliness. 
absence of smell, fumes, &c., nor of the very important 
saving of weight in the meat and other foodstuffs thus 
cooked. It is, we think, an established fact that meat 
loses scarcely any weight when cooked by electricity, 
and retains all the natural juices which are driven out 
and lost when cooked on the gas or open range, and it 
is a fair claim that this saving alone more than com- 
pensates for the small difference in the actual cost of 
the two types of heat. This is, we fear, yet another 
example of having only half the facts of the case when 
making a comparison, and we are sure that no house- 
wife who has had experience of electric cooking would 
wish to revert to the gas oven or open range. 


* * * 


Electrical Retailers and Wireless. 


We wonder whether electrical retailers and con- 
tractors have yet realised their proper position with 
wegard to the sale of wireless apparatus. It is un- 
«dloubtedly true that most of these people stock wireless 
goods to a greater or lesser extent, and no one will deny 
that during the three or four boom years they made 
excellent profits, but, at the same time, we believe that 
they have quite justly left the bulk of the trade to the 
legitimate wireless retailer. Possibly, having let the 
greater part of the wireless trade go elsewhere, and 
having regarded it at most as a profitable adjunct to 
his real business, the electrical retailer will be content 
to allow these conditions to continue indefinitely. If 
he does so, however, he will, in our opinion, be acting 
unwisely ; for, looking ahead only a few short years, 
we can visualise the time when the bulk of the wireless 
sales will fall into the hands of the electrical retailers 
and contractors. 


To divagate for a moment, when the phonograph— 
the precursor to the gramophone—first became a market- 
able proposition it enjoyed a boom period very similar 
to that experienced by the wireless industry. Retail 
shops for the sale of phonographs, phonographic parts 
for the home constructor, and cylinders sprang up 
everywhere, ‘and for a period of three or four years 
certain astute gentlemen made handsome profits. Then 
came the reaction, the descent to what may be termed 
average sales, and the majority of phonographic 
retailers had to find some other field for their activities. 
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The business of selling phonographs and accessories 
passed quite naturally into the hands of musical instru- 
ment dealers, and to-day one seldom sees a shop devoted 
solely to the sale of gramophones. 


* * * 


The Wireless Boom. 


The example may not be in exact parallel perhaps, 
but we think that it does suggest what might happen to 
the wireless industry. It must be remembered that, 
with the institution of broadcasting here, a wave of 
enthusiasm almost of tidal proportions swept over the 
country, and te wireless industry, instead of experi- 
encing a steady and healthy development, started its 
existence with a trade boom. Thousands of keen busi- 
ness people saw their opportunity, and took it. Some 
came in with technical ability, some with capital, and 
some with neither, and at the present time the number 
of people engaged in the wireless industry is immense. 


The industry supported all these people during the 
boom period, but will it continue to do so when the 
demand drops to an average level? We gravely doubt 
it. Sales are already falling away, and, as indicated 
by the numerous bankruptcies, liquidations, and so 
forth reported in the electrical Press, the supply is 
even now greatly in excess of the demand. The reduc- 
tion in the number of British wireless journals by more 
than 50 per cent. during the past year was also a straw 
in the wind. Stated bluntly, there is not enough busi- 
ness to go round and, as a consequence, many manufac- 
turers and retailers are being forced out of the 
industry. How far this will go it is impossible to 
foretell, but, if the example we have quoted of the 
phonograph industry is any criterion, one may be 
certain that a very considerable number of wireless 
retailers will drop out, and what is left of their business 
will pass into the hands of the remaining wireless 
retailers and the electrical retailers and contractors. 
Obviously there is a big chance here for the electrical 
retailer. 


Let us make it quite clear that we have every sym- 
pathy with the wireless retailer. We wish him the best 
of good fortune in the struggle that will certainly ensue 
during the next year or so, and we would like to see the 
wireless retailers who survive working in perfect amity 
with the electrical retailers and contractors. We can- 
not help thinking, though, that when the demand for 
wireless goods reaches an average level, the electrical 
retailers will be responsible for a greater proportion of 
the wireless sales than hitherto—provided, of course, 
that they make adequate preparations for meeting the 
demand. 

* * 


The Trend of Demand. 


Another important factor that will favour the sale of 
wireless goods by electrical retailers is the probable, 
almost certain, nature of the future demund. By far 
the greater part of the demand in the past. has been for 
components and accessories, the largest customers being 
the wireless enthusiasts who preferred to make their 
own sets, make sets for their friends, and generally to 
experiment with different types of components. Such 
enthusiasm, however, is rarely lasting, neither is it 
wholly contagious, and the present case is no exception 
to the rule. The demand for components is steadily 
decreasing, and although it will always be present to 
a certain extent, all portents point to the major demand 
in the future being for the complete set. The person 
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who will take up wireless will not, in nine cases out of 
ten, be the enthusiast, but the person who regards wire- 
less in the same light as he does the gramophone and the 
piano: purely and simply as an instrument of enter- 
tainment. He will not trouble about this or that com- 
ponent, or bother about the relative merits of different 
makes of grid leaks, neither will he want to undertake 
the work of installation. He will order a complete set 
with all accessories, and at the same time he will pro- 
bably order the vendor to do all the installation work— 
and he will go to the man who is known to give the 
best service. Without quibbling, it may be generally 
agreed that the electrical contractor is in a better posi- 
tion to give service of this description than the wireless 
retailer. 


One other point is this: the present tendency is, 
whenever possible, to work the receiving set off the elec- 
tricity mains, and so eliminate the bothersome battery 
and accumulator. For installing a set of this descrip- 
tion, the electrical contractor, with his practical know- 
ledge of house wiring and the vagaries of the local 
power supply, is in an infinitely better position to do 
the work than the wireless retailer with no more than 
an elementary appreciation of the subject; and we 
think that the public will be quick to realise this 
fact. 

* * 


Window Lighting after Closing Time. 


Although scarcely necessary now that the long, light 
evenings have set in, there can be little doubt about the 
value of keeping the shop windows illuminated after 
closing hours, especially where, such as in a main tho- 
roughfare, pedestrians are continually passing by. A 
lighted window after closing time attracts people as a 
candle does the moth. Those particularly who are out for 
an evening stroll are glad to loiter and leisurely examine 
the goods displayed, and in this manner many sales 
which might otherwise never eventuate are secured. It 
may he said without exaggeration that the custom of 
pulling down the blinds or putting up the shutters the 
moment the shop is closed is equivalent to throwing 
away advertising space of the highest value. Yet how 
frequently one sees a local retailer or dealer spending 
money on local advertising, even going to the expense 
of posters on local hoardings, but at the same time 
hermetically sealing his windows against the gaze of 
the very people he seeks to attract. Shop windows are 
the finest of all selling mediums. 


The cost of lighting the shop window after closing 
hours is not necessarily high, for there is little or no 
need to indulge in a brilliant glare. As a matter of 
fact. the best effect can be obtained by concentrating 
the light on certain goods, which, however, should be 
changed frequently. The bulk of the window may even 
be left in semi-darkness, receiving only reflected light. 
Of course, general lighting of the window is desirable 
in many cases, particularly where the displayed stock is 
much varied and it is desired that the prices can be 
seen by every one. Care should be taken, too, that the 
name of the business is prominently displayed in the 
window, as prospective purchasers have to remember the 
shop until such time as they are able to visit it during 
business hours. 


As most electrical retailers know, personal attention 
to the lighting is not required. for there are on the 
market many devices for switching off the electric 
current at any hour. Continuing the illumination 
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over the week-end is also an exeellent policy, for on 
Sundays especially the lighted window is to many an 
casis in a desert of dullness. Finally, how can the 
electrical retailer hope to convince retailers in other 
walks of trade of the value of this form of publicity 
if he does not make use of it himself? 


* * * 


Don’t Overstate Values. 


There is always a strong temptation to the retailer to 
claim everything possible—and sometimes a bit more— 
for goods on sale. The result is that there is usually 
a certain sameness about advertising and window dis- 
play cards which, to a certain extent, defeat their 
purpose. The general public is not now so prone to 
influence by adjectives as it used to be, and nowadays 
it instinctively discounts every advertisement or window 
card it sees that attempts to attract sales in this 
manner. For this simple reason some retailers have 
found that it pays to adopt a tone which apparently 
underrates the goods offered for sale. 


A good example of this was recently brought to our 
netice. An electrical retailer in a district that had 
been stimulated by the W.O.B. campaign bought a 
number of silk light shades to sell at 7s. 6d. each. He 
discovered, however, that the goods were not up to 
the standard of quality desired, and he therefore de- 
cided to sell them off at 3s. 6d. each. He explained to 
his sales staff just why the goods were to be sacrificed. 
and, when it was pointed out that the shades looked 
to be first-class articles, he responded that, none-the- 
less, they were not as good as thev looked. The window- 
dresser accordingly featured them in the window, with 
a showeard announcing: ‘‘ These shades are not as 
good as they look! 3s. 6d. each.’’ Within a few days 
of the display having been set, every shade had been 
sold. The low price, combined with the frank admis- 
sion that there was something wrong with the articles, 
appealed to the public, and did the trick. 


The most usual course in a case like this would have 
been to announce the shades as a 7s. 6d. article offered 
at 3s. 6d., and, because of the general disposition of 
the public to distrust any offer like this, it is quite 
probable that the disposal of the shades would have 
been a more difficult matter. It undoubtedly pays to 
tell the truth in advertising. but sometimes it pays 
better to under-estimate one’s values. 


* * * 


How to become Insolvent. 

The wholesaler who performs his work in a proper 
manner requires all the margin allowed him in order 
to cover his expenses and make a fair profit; likewise, 
the retailer who gives the service fairly demanded of 
him needs all the percentage he can get. If one or the 
other begins cutting prices, he becomes a doubtful sub- 
ject for credit, since, unless he bought at cut prices, 
every penny he cuts is a lessening of his own profit. He 
must live, naturally, and if he cuts all the profit out 
of his business. he thrives temporarily on the money 
which is due to his creditors, and the day of reckoning, 
with its woeful tale of liabilities, is inevitable. It is 
sad, but true, that those who cut prices devote their 
attention to turnover with no regard to net profit. 
When the price-cutter yields an increasing turnover, 
he draws heavily on his funds for personal accounts, 
vet when eventually he finds himself insolvent, he is 


amazed. 
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The Electrical Retailer’s Banking Account. 


Some Practical Hints on the Avoidance of Risks and the 
Business like Use of the Bank. 


By C. BIDWELL, M.L.B. 


ONEY is only a little less difticult to look after 
M than it is to earn; that is why the electrical 
retail trader should give to his banking account 
--the place where he keeps his money, or should do— 
almost the same care and attention that he gives to 
attracting and satisfying his customers. It is as much 
a business asset as his shop window or his newspaper 
advertisement—as he will soon appreciate if he con- 
siders the predicament he would be in if there were 
neo banks as we know them, but just a state currency 
department. 


To save trouble and risk and to provide every 
possible convenience to customers in the handling of 
their financial affairs are the principle motives which 
have prompted the numerous facilities and services 
offered by bankers to-day. Yet many are their clients 
who are negligent in the performance of processes 
designed for the protection of their money, and who 
are the losers by their lack of knowledge of the wide 
range of the functions of a bank. To remember that 
a certair class of rogue lives by the carelessness of some 
people in handling their monetary matters should cause 
the electrical retailer to be cautious when drawing 
cheques, and the liability of bank cashiers and clerks 
to innocent error should prompt him to see that his 
credit slips are correctly macie up before he hands 
them across the counter. Failure to take these pre- 
cautions may counteract the good which his banking 
account can do him, by involving him in a serious loss. 


Credit Slips. 


‘* Make up credit slips yourself, then you /now they 
are right ’’—that is the best maxim for the electrical 
trader in the matter of paying into the bank. The 
date and the customer’s uame inserted, cash is the 
first item on the credit slip. It should be carefully 
counted and checked and entered opposite the headings 
specially appropriated to treasury notes, silver and 
copper. Most banks supply £5 silver bags and 5s. 
copper bags on application, and their use saves both 
eustomer and bank cashier considerable time and 
trouble. Bank Notes come next, and Postal Orders 
follow. Both these items should be entered in total. 


Before cheques are listed on the slip, they should 
be examined with some care, for banks will not accept 
those which bear a date in advance of or more than 
six months prior to that on the slip. or any on which 
the amount in words disagrees with that in figures. 
Postdated cheques, of course, can be held until the 
arrival of the ‘‘ due’”’ date, and the lesser of two 
difiering amounts on a cheque can be effectively 
claimed. It is best, however, to let the drawer put 
these matters right. To list cheques with care and to 
total them up accurately is an obvious duty which too 
many neglect. 


The electrical trader is wise to leave the endorsing 
of cheques until he reaches the bank. To endorse a 
cheque has the effect of making it payable to ‘‘ bearer,”’ 


so that should a number of endorsed cheques be lost op 
the way to the bank, there would be nothing to prevent 
an unscrupulous finder from appropriating them to his 
own use. Where a great many cheques are regularly 
paid in, they must, of course, be endorsed beforehand, 
and should be carried in a locked bag. 


Endorsing Cheques. 


The golden rule for all endorsements is, write the 
name on the back of the cheque exactly as tt appears 
on the jfront---except that no courtesy titles, ‘‘ Mr.’’ 
‘* Esq.’’ and so on, must be included in an endorse- 
ment. To apply this rule diligently to initials and 
spellings is to eradicate those frequent, irritating 
notes, ‘*‘ We herewith return cheque incorrectly en- 
dorsed "’—or words to that effect. A cheque to 
“Thomas Bury,’’ for example, must not be endorsed 
‘Thomas Berry,’’ even if the latter is his correct 
name: and ‘‘ Thomas H. Bury’’ would not be accept- 
able. Where the endorser is incorrectly designated 
on the front of the cheque, he may add his proper name 
under the legal endorsement if he so desires. 


Should the words “‘& Co.’’ be rightly or wrongly 
added to the name, they must appear also in the 
endorsement, and the same applies to cheques to 
‘‘ Berry and Sons’’ and ‘‘ Berry Brothers.’’ But a 
cheque to ‘‘ Thomas Berry and Co., Ltd.’’ must be en- 
dorsed ‘‘ For Thomas Berry and Co., Ltd., Thomas 
Berry, Proprietor (or Director),’’ or ‘‘ For Thomas 
Berry and Co., Ltd., John Brain, Secretary (or 
Manager). In such endorsements, the important point 
is that the capacity of the party signing must be shown 
and must be such as to carry authority to endorse— 
‘cashier ’’ and ‘‘clerk’’ are not generally accepted 
unless the words ‘* authorised to endorse cheques ’’ are 
added. The alternative to this form would be ‘ Per 
Pro, Thomas Berry and Co., Ltd., Thomas Berry,’’ or 
‘John Brain.’’ The words per pro. imply that the 
endorser has power to sign, but the form is not favoured 
by bankers on account of the obvious abuses to which 
it lays itself open. The wise retailer will adhere to the 
popular form. It is well worth while to take a little 
pain over these processes—time is actually saved in 
the long run. 


How to Write Cheques. 


To the ‘‘ drawing ’’ of cheques, the electrical retailer 
cannot give too much thought and attention. The first 
essential is to write clearly and to develop a distinctive. 
readable signature. The payee’s name written in, the 
amount in words is of very great importance, since that 
is the only legal requirement—figures are used merely 
to make things easier for those through: whose hand- 
the cheque passes. The words, therefore, should be 
begun as close up to the margin as possible and no 
gaps should be left between pounds and shillings and 
between shillings and pence. Similarly, with the 
amount in figures: this should be placed as near to 
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the sterling mark as possible without sacrificing legi- 
bility, and a vertical or horizontal line should separate 
the various denominations of money, thus—£11/5/7 or 
£11-5-7. Such precautions militate against the efforts 
of any who may seek to raise the amount of the cheque. 
A further safeguard is to write, along the top or the 
\ottom of a cheque for the amount quoted ‘‘ not more 
than eleven pounds ten shillings’’: on a cheque for 
£5-18-3 ‘‘ not more than six pounds ’’ may be written, 
and so on. 

Then there is the all-important matter of ** cross- 
ing ’’ cheques. The simple form—& CO. written be- 
tween two transverse lines—affords only the slightest 
protection. Far safer and wiser is it to add the words 
“not negotiable’’ to the crossing. This is a real 
safeguard against the amount of the cheque being paid 
to a wrongful holder for, if a tradesman who gave cash 
for it to a customer was told, on presenting it at the 
bank that payment of it had been countermanded, that 
tradesman would have a claim only against the person 
from whom he received it—not against the drawer. 
All are—and should be—wary, therefore, of giving 
cash for such cheques to any but regular customers of 
known integrity. And the drawer who employs this 
crossing may be reasonably certain that the person to 
whom the cheque is addressed will indeed receive the 
money. On cheques to those known to possess a bank- 
ing account, ‘‘ Account Payee’’ may be added to the 
crossing: and where the name of the creditor’s banker 
is known, to write, e.g., ‘‘ At —— Bank, Electra 
town’? between the transverse lines, is to make the 
cheque as safe as possible from being paid to a 
fraudulent holder. 

Those who wish to handle their affairs in a business- 
like, systematic manner will do well to digest these 
few remarks and hints. Time spent in the proper 
conduct of the banking account is not wasted. It reaps 
its own reward by guarding the retailer against the risk 
of loss. The electrical trader should see to it that he 
conducts his account wisely and carefully. 

* 


A Window Display. 


On this page we illustrate a ‘‘ Glossy Sox "’ window display, 
which is installed in one of the exhibition trade display 
windows of the General Electric Company, Limited, Magnet 
House, Kingsway, W.C.2. The display, which is in colour, 
is illuminated by various types of G.E.C. shop window light- 


A Specially Lighted Window. 


ing reflectors equipped with Osram lamps. The display is 
assisted by a combination of colour lighting and spotlights, 
making it possible to alter the colour of the hight under which 
the goods are displayed, and so bring into prominence different 
goods each day without altering the dressing of the window. 
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Price Tickets. 


By ERIC N. SIMONS. 
(Author of ** Successful Retailing,” &c.) 


given to them. Every electrical dealer who 

omits to put prices on his goods (i.e. on the 
goods in his window) is losing valuable business. The 
arguinent against inserting prices is that the curiosity 
of the customer is aroused, and he comes into the shop 
to have it satisfied. Once inside, the salesman’ has 
an opportunity to sell him uot only the article or 
articles in which he is interested, but also something 
else. Actually, however, this theory does not work 
out in practice. Most men and many women intensely 
dislike having to go into a shop to find out the price 
of a commodity, because they feel sure in advance that 
they cannot afford it. 

If an electrical dealer has gone to a good deal of 
trouble to make his window smart, it will be full of 
shining, glittering, handsome-looking objects. One 
efiect of making an article look neater by giving it 
some elbow-grease and polish is to make it seem better 
than perhaps it is. To seem better is to seem dearer— 
which illusion can only be dispelled by the price-ticket. 
Similarly, it is equally bad tactics to mark in code 
alone the goods shown inside the shop itself. Code 
suggests to the customer that the price of an article 
fluctuates according to the apparent social position or 
willingness to pay of the person interested in it. 

Old-fashioned metal or paste-board numerals are of 
little use. A good price-ticket should tell the customer 
something more than the price. It should give him 
at the same time some indication of what the goods 
are, and increase his temptation to buy. This does 
not mean that the ticket should be exceptionallly large. 
Other information the ticket may carry is: any special 
point of construction or quality that makes it likely 
to give better service. 

If price-tickets are hand-done—a clumsy and slow 
method—care should be taken to ensure that the figures 
can be easily read. To the electrical dealer handling 
certain goods every day, it may be a point of common 
knowledge that a particular commodity costs nine 
shillings, and he may imagine that it will be adequately 
priced by a ticket carrying only a large number 9. 
But it is not at all impossible for someone to mistake 
the symbol for 9d. or £9, however ridiculous the mistake 
may seem to the dealer. Again, if the price is so much 
a dozen or gross, the fact should be stated, gr someone 
is sure to imagine that the price is ‘‘ each.’’ The 
object of trying to prevent these errors is the very 
sound one of preventing the customer from feeling 
foolish. 

Where prices change frequently, or wherever there 
is only a small choice of goods shown in the window, 
(possibly through the following out of some ingenious 
and effective window-dressing scheme), it is a good plan 
to employ price boards with movable white letters. On 
these, changes in price can be recorded prominently 
and simply, or attention can be drawn to goods not 
shown in the window. These boards are comparatively 
inexpensive, and are capable of adaptation to many 
advertisement schemes. Another ingenious appliance 
consists of a magnetized steel board, on, which steel 
letters are placed. These adhere to the board by means 
of magnetic force, and can be arranged or grouped 
as desired. 


tickets need more attention than is usually 
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Practical Advertising for the Retailer. 


Il.—The Sales-Letter as an Effective Wedge in a More-Appliance-Sales Campaign. 


By VICTOR HYDE. 


a long time was the enormous volume of 

undeveloped electrical business in the homes of 
Britain as revealed in the brochure descriptive of the 
E.D.A.-E.L.M.A. Electric Home Competition and 
advertising campaign, issued to the retail trade at the 
opening of the 1926-27 lighting and heating season. 
Divide that total of latent sales by the number of 
electrical contractors, registered or otherwise, in the 
country to-day, and we can gain some idea of the extent 
of the business waiting for each electrical dealer. 


Q” of the most inspiring things | have read for 


The newspaper advertising of the virtues of a domestic 
electrical service, which was discussed in my first 
article, will do its bit in reducing the margin between 
potential and actual sales. Results will be cumulative 
rather than immediate: after three or four weeks the 
user and potential user will be accustomed to our 
announcement, and it is then and onwards that the 
money will begin to come in. Every dealer should 
have some means of checking the returns—definite or 
estimated—and the most effective way of doing so is by 
a form of chart. Ruled into three columns, this should 
show the date of each insertion, form of appeal used in 
the copy, and business judged to be due. Then the 
dealer has only to note that week or weeks when sales 
were highest to be informed of what piece of copy and 
which illustrations ‘‘ pulled ’’ the best. This is very 
important, for it immediately gives the key as to which. 
if any, is the most ‘‘ popular ’’ line to hammer away 
on in the future. If no such records are kept, there 
is no such data to turn to. It is quite a good plan, 
when a number of announcements have appeared, to 
have them mounted and framed, and placed prominently 
in the window. As prolonging the life of the advertise- 
ments, this is to be recommended. It also gets the 
interest of passers-by who possibly did not see them 
as they appeared in the paper. 

We have half our appropriation to spend, with the 
second item on the programme the sales-letter. In 
practice, of course, these will be mailed while the news- 
paper advertising is running. One of their objects, 
indeed. will be to draw attention to the latter. The 
foundation of an efficient sales-letter drive is a down- 
to-date mailing list of all users. A good local directory 
will give the names, but even then, in some way or 
other, removals from and arrivals in the district must 
be carefully noted and the list amended and added to 
accordingly. The omission of even one name may mean 
the loss of a sale—we never know, so it is not worth 
while taking any risks. The completion of a housing 
campaign and the occupation of the new dwellings 
should be the subject of the greatest concentration by 
the dealer, for here, obviously, is a most fruitful field 
for future business. It pays, therefore, to keep in 
close touch with the local house agents and building 
scheme authorities: in their willing co-operation with 
the supply of names and addresses they may prove of 
inestimable assistance. 


The next points are ‘‘ How many letters?’’ ‘‘ When 
to mail them?’’ and ‘‘ What length?’’ Let -us settle 


these questions straight away. The number of appeals 
is controlled by the number of selling points and thie 
extent of our arguments. It is a golden rule that you 
can say only a certain amount at one time: make one 
point well and be content, leaving the rest for some 
other time. The dealer should therefore spread his 
eight (or more) talking points over four separate 
letters, the fourth being more in the nature of a 
summing-up and fina] urge to call and ask for a free 
demonstration. We want some form of reply to this 
final letter, so it will be a sound business move to 


DEALER'S NAME AND ADDRESS. 


Dean Mavbam, 


How utterly simple! That is what one woman 
said when she took advantage of our free demonstration 
service and saw how she could electrify her home. 


The electric home is simple. It gives you_more time 
for other things: you need to know nothing of elec- 
tricity to run your home the smooth, clean, quick. and 
cheerful electrie wav. It almost runs itself. You just 
follow the easy instructions given. 

Here are a few of the things you can do so simply 
electrically 

Toasting, grilling, cooking, water heating, ironing, 
sewing, potato-peeling, washing (crockery as well 
as clothes), heat for warming rooms, circulation of 
cooling breezes in the summer, ves, and even curl- 
ing iron heating and hair drying. 

If the simplicity of the various home electrical 
appliances that do all these wonderful things was not 
sufficient to commend them to discriminating women, 
their beautiful finish and handsome anpearance would 


do so without a doubt. 


Ask for a demonstration, and be convinced. 
Yours faithfully, 


ADDRESSED TO THE Uspr. 


Talks Simplicity and Finish. Is interestingly informative the 

whole way through. There is a subtle touch of flattery in 

discriminating women.”’ Economy” and “ Cleanliness" 
could form the basis of another letter. 


include an addressed card which can be returned. 
The reverse of this card is reproduced on the next page. 


Each letter endeavouring to sell a domestic electrical 
service must be brief, and seldom more than five or six 
short paragraphs. The dealer, fine as his arguments 
are, has first got to be read, and any letter that won't 
permit of the signature appearing on the one side 
stands the risk of being destroyed—unread. Two weeks 
between each letter is a good interval. 


A few ‘‘don’ts’’ to observe in the construction of 
the sales-letter will now be appropriate :— 


Don’t “‘ bully ’’ the recipient because you cannot 
**We are 


trace a response to the previous letter. 
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surprised not to have heard from you’’ merely 
offends, -not sells. Don’t rubber stamp the signature. 
Don’t crowd the paper with type; use plenty of 
margin: it looks ‘clean ’’ and makes your appeal 
more inviting and readable. Don’t ‘‘ assure’’ the 
recipient of your ‘‘ best attention ”’ ** beg to 
remain.’’ Such forms of address are over-worked 
and have no effective place in modern retail sales- 
manship. Don’t forget that a letter which looks as 
though it was written solely to the recipient is far 
more valuable than that which is only too obviously 
duplicated in hundreds. The best facsimile work and 
matching-in of names and addresses is very hard to 
detect from the work of the typewriter. 


Even in those cases where the goods purchased have 
not to be delivered, it is a comparatively simple matter 
to discover the name and address of the user, and thus 
ascertain whether the purchase can be attributed to 
the letter campaign. In fact, by judicious inquiry, 
tactfully made as opportunity may offer, it is possible 
to run two office records, not only the newspaper chart 
already given, but a list headed ‘‘ Letter Results.’’ 
It is essential that the dealer should know in which 
direction his advertising is pulling the best, and any 
little trouble incurred to find out is well repaid. 


I now append a table of costs in -sales-letter produc- 
tion. It does not pretend to be accurate to the nearest 
shilling, for charges vary, but in practice the dealer 
will find the figures to be within « pound either way. 
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Cost Basep on Distriputing Eacu or Four Letrers 
To 2,500 Ussrs. 


Stationery (including envelopes.) . £0 0 

Typewriting office charge for ‘‘ fecaimiling " 
and matching-in names and addresses... 6 10 U0 
Cost of delivery by hand als ane .. £10 0 
£15 0 0 


To mail the letter under halfpenny postage as a 
circular immediately destroys, if not wholly, then to 
a great extent the merit arising from making the letter 
look as personal as possible. On the other hand, to seal 
and mail at letter-rate would be quite prohibitive (only 
so, that is, on a £52 total annual advertising expen- 
diture) yet hand delivery is possible at a low cost, and 
solves the difficult question of ‘*‘ how to stamp.”’ The 
envelopes. of course, should be sealed. 


Reversé or Carp For with Letrer. 


1 am interested in practical electrical appliances for 
lightening labour in the home, and should be glad if 
you would arrange for a responsible representative to 
call or otherwise arrange a demonstration, My 


most convenient tiMES ATC, o’clock or 
o'clock. 
ade 
* 


Selling Lines for Retailers. 


THE “SUPREME” ELECTRIC FAN. 


This is a line which should appeal to the general 
public, especially so now that the fan season is so near 
at hand. It possesses one or two points which recom- 
mend themselves. It has a double air cooling system. 
and both swivel and trunnion adjustments, while there 
is a bayonet cap fixing for the guard. The stem and 
base are constructed of nickel plated heavy brass, and 
the base is fitted with rubber studs and a wall fixing 
device. It is sold to the trade by Messrs. L. G. Hawkins 
and Co., Ltd., London. 


A NEW BATTERY. 


Messrs. Siemens Bros. & Co., Ltd.. London, have just 
placed on the market two new special h.t. batteries. 
These are of such price as to compete with the cheap 
foreign batteries so common to-day. The nominal 


The New Siemens Battery. 


e.m.f. of the two is 60 volts and 100 volts respectively. 
Both types are very compact in size and comparatively 
light in weight. Their chief use is for wireless. 
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THE **MAGNET" TWO-WAY ADAPTOR. 


This is a device for attaching to any existing 
lampholder. It gives an extra outlet to permit the use 
of small electrical appliances, such as fans, irons, 
kettles, toasters, &c. It is inserted in the usual lamp- 
holder instead of the lamp, the displaced lamp being 
plugged into the outlet projecting directly downwards, 
and the adaptor usually supplied with the electrical 


The Magnet Two-way Adaptor, 


appliance which it is desired to use is fitted to the out- 
let protruding diagonally from the side of the adaptor. 
The lamp itself is controlled by a small switch which is 
part of the adaptor, so that when it is dark the lamp 
can be used at the same time as the appliance; in the 
daytime the lamp can be switched off while the appli- 
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ance is in action, or it can be made to serve as an in- 
dicator that the current is on or off. The body of the 
adaptor is composed of moulded Bakelite, and the whole 
article is well finished. It is manufactured by the 
General Electric Co., Ltd., London. 


THE “ADAPTA” FIRE. 


A very useful portable type of electric fire is the 
** Adapta,’’ manufactured by Messrs. H. W. Sullivan, 
Ltd., London. This can be used either for heating or 
for boiling, the element being so arranged that it can 
be either face outwards or provide the heat for the grill 


The ** Adapta Fire. 


situated on the top, as can be seen in our illustration. 
It has a heating capacity of 750 cu. ft., its loading 
being 750 watts. It is made in several finishes, 
ranging from black enamel and nickel to antique 
silver. 


PRE-SET” RESISTORS. 


In order to simplify the operation of wireless receiv- 
ing sets, especially those containing a number of valves, 
it has become common practice to use ‘‘ resistors’’ in 
place of separate rheostats for each valve. The parti- 
cular claim of the Igranic-Pacent ‘‘ Pre-Set ’’ resistor 
in that it is variable over its whole range. It can be 


The Igranic ‘* Pre-Set”’ Resistor. 


screwed to baseboard or panel in a convenient position, 
and the contact finger can be adjusted to give any 
desired resistance within its range. The resistance 
element is carried on a porcelain base in which holes are 
provided for fitting, and the contact finger makes sound 
electrical connection with smooth movement over its 
whole range. It is manufactured by the Igranic 
Electric Co., Ltd., Bedford. 


HEATING AND COOKING DEVICES. 


The Electric Heating Co., Croydon, are manufactur- 
ing a range of boiling plates, cookers, domestic appli- 
ances and accessories. Electric soldering irons are made 
by this firm, and a number of these are in use in the 


naval dockyards. Retailers should write in for sales ; 
literature of the various interesting instruments and 
devices which feature in the ‘‘ Elect ’’ range. 


THE M.H. UNIMIC COIL, 


This is a single inductance coil for wireless purposes, 
being suitable for aerial, tuned anode, or reaction pur- 
poses. It is made in eight sizes, the inductance vary- 
ing from 30 to 4,500 microhenries, and covering the 


The M.H. Unimic Coil. 


cl 
ne 
complete waveband in use to-day. An engraved plate lg 
is attached to each, giving not only the number of the rt 
coil, but also the actual inductance thereof. The design hi 
is the plug-in system for mounting. It is a decided im- be 
provement on the usual style, since it can be plugged H 
into its base and rocked to any position, this making 
variable coupling possible in selective circuits. It is A 
manufactured by Messrs. L. McMichael, Ltd., Slough. 
nt 
THE M.H. BALANCING CONDENSER. ft 
This wireless component takes the form of a neutralis- be 
ing condenser for balancing out the inter-electrode he 
capacities of valves, &c. It is fitted with an ebonite 
The M.H. Balancing Condenser. 
base for baseboard mounting, and it is also provided 
with the usual one-hole fixing device for panel mount- 
ing if desired. Manufactured by Messrs. L. McMichael, xe 
Ltd., Slough, it has a neatly engraved dial, and the he 
excellent finish and robust construction are noticeable. ba 
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THE UNIVERSAL DE LUXE VACUUM CLEANER. 


This is a new and greatly improved model of the 
Universal vacuum cleaner. It contains new attach- 


ments with an improved method of fitting ; also. the back 
wheel swivels so as to effect easy guidance over the 


The New Universal de Luxe Vacuum Cleaner. 


cleaning surface. Another point is a thread-catching, 
self-cleaning nozzle. Blunt projections, spaced at regu- 
lar intervals around the nozzle, prevent sealing to the 
rug and dragging, allowing for the removal of threads. 
hairs, &c., while the suction is drawing up the em- 
bedded dirt. It is sold to the trade by Messrs. L. @. 
Hawkins & Co., Ltd., London. 


4 CIRCULATING WATER HEATER. 


This heating appliance is designed for attachment to 
standard domestic circulating tanks with capacities of 
from 20 to 60 gallons, all the fixing that is necessary 
being the drilling of two holes for the heater and hand 
hole in the tank itself. Our illustration shows the 


A Circulating Water Heater. 


veneral arrangement of the heater on the tank. The 
heater, which should, of course, be placed near the 
bottom of the tank, can be used for continuous service 
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or, alternatively, in conjunction with an actual heat- 
ing system, either for purposes of increasing the supply 
of hot water at rush periods or for use during the 
summer months, when it is not desired to light a fire. 
It is sold to the trade by the Sun Electrical Co., Ltd., 
London. 


AN ELECTRIC HEATING PAD. 

This is a new type of electrically-heated fubric 
possessing marked improvements over the old type. The 
elements are thin and pliable and of great tensile 
strength, so that the appliance can be used in carpets, 
bedspreads, &c., where heavy wear is to be expected. 


Ge. d 
The * Sunco”’ Electric Heating Pad. 


The temperature is definitely constant and self-regulat- 
ing. Its dimensions are 16 in. by 134 in. It is sup- 
plied to the trade by the Sun Electrical Co., Ltd., 
London, complete with a 3-heat connector and two yards 
of flexible cord. 


THE IGRANIC NEUTROSONIC SEVEN RECEIVER. 

This type of portable receiving set, which has not 
long been on the market, employs a super-heterodyne 
circuit in combination with the neutrodyne principle. 
The receiver tunes from the lower broadcast wavelengths 
up to about 1,800 metres, loading coils not being used. 
A switch is provided to cover the complete wavelength 
range of the receiver. Two interchangeable units are 
supplied, and the change from one wavelength to an- 


The Igranic Neutrosonic Seven Receiver. 


other is simple. Special circuits in these units ensure 
complete independence of tuning and uniformity of 
performance at all wavelengths. Manufactured by the 
Igranic Electric Co., Ltd., Bedford, it is contained in 
a light but strong leatherette covered wooden case. 
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THE *“ MAYMORE” ELECTRIC SOLDERING IRON. 


This instrument has been produced to meet the re- 
quirements of wireless constructors, contractors, &c. 
As may be seen from the illustration, it can be con- 
nected with any ordinary lamp socket, the current con- 
sumed being only that of an ordinary lamp. The hot- 


The ‘‘ Maymore”’ Electric Soldering Iron. 


forged copper point is specially shaped to reach other- 
wise inaccessible places, while the overall diameter is 
such that it easily permits the operator to get at connec- 
tions easily, cleanly and quickly with an iron that main- 
tains its proper temperature constantly, and does not 
have to be withdrawn for reheating. The manufac- 
turers are Messrs. May & Padmore, Ltd., Birmingham. 


THE “M.R.” REFRIGERATOR. 


This is a small automatic refrigerating plant specially 
suited for the small house or flat, having a capacity of 
either 10 or 15 cu. ft. A noticeable feature is the 
direct connected compressor unit, which takes up little 
room and can be placed in any convenient position, 
either on top or near the cabinet. There are no moving 
parts in this unit, and the possibility of mechanical 
failure is reduced toa minimum. The system of auto- 
matic temperature control employed in the cabinet en- 
sures a uniform temperature which can be set at any 
desired point, and this temperature is maintained at all 


The “ M.R.” Refrigerator. 


times without requiring attention. Another feature 
is that there is no necessity to stop the plant to defrost 
the cooling coil, the defrosting taking place every time 
the machine itself stops. The manufacturers are the 
Mechanical Refrigerator Co., Ltd., London. 
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THE *“SADIA” WATER HEATER. 


This is a type of electrically-operated geyser, as may 
be appreciated from our illustration. It is cylindrical 
in shape, with white enamel and nickel-plated finish. 
and the fixing is of the most simple character, ordinary 
sorews in Rawlplugs being the only essential fitting: 


The ** Sadia’’ Water Heater. 


Very efficient lagging ensures the greatest economy in 
storing hot water. Each apparatus is fitted with a mer 
cury thermostat, thus making the action absolutely 
automatic. It is manufactured in six sizes by Sadia. 
Ltd., London. 


THE “REFLEX” ARORA FIRE. 


The body of this 2-bar fire is made of sheet meta! 
and wrought iron, and, as may be appreciated from the 
illustration, gives good reflected and direct radiant 
heat. The element is constructed of extra heavy tape 
section strip, which at the current employed would. 


The ‘* Reflex’’ Arora 2-bar Fire. 


under ordinary circumstances, remain at a black heat: 
but with the patented form of spiral used, a pleasing 
glow is obtained at a low current density. Made by 
the Arora Company, Loughborough, it has a maximum 
consumption of 14 kW per hour. 
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A NEW RECEIVER. 


A series of receivers which are guaranteed for aural 
reception of any long wave c.w. station at the extreme 
limit of its range has recently been developed by Mar- 
coni’s Wireless Telegraph Co., Ltd. The receivers are 
intended for use where it is desired to maintain a long 
range listening service, as, for instance, a Press news 
service, and are so designed as to give this service with 
a comparatively small loop as an aerial. The purpose 
of the frame is two-fold: it also serves to some extent 
to ensure the desired degree of selectivity being obtained 
and eliminating, within reasonable limits, atmospheric 
interference. 

The set itself is a seven-valve instrument, incorporat- 
ing two tuned stages of high frequency amplification, 
followed by an ‘‘ anode bend”’ rectifier, two low fre- 
quency filter systems comprising two valve-coupled tun- 
ing circuits designed for a note frequency of 1,200 
eyeles, and a transformer-coupled stage of note magni- 
tication. 


RADIANT-THERAPY LAMPS. 


Not only the ultra-violet but also the infra-red rays 
(of longer wavelength than the visible red rays) have 
been proved to be of therapeutic value, though of a 
different nature; they are highly penetrative, and 
convey heat into the tissues beneath the skin. thus 


| 


A Standard Radiant-Therapy Lamp. 


stimulating the blood circulation and the activity of the 
cells. Radiant therapy is useful in rheumatic ailments, 
sprains, contusions, &c., and is easy to apply, the 
apparatus consisting simply of an incandescent lamp 
mounted in a suitable reflector on an adjustable stand, 
and coupled to a lampholder. The illustration shows a 
standard lamp for use with a 50-c.p. carbon-filament 
lamp. It is manufactured by the Medical Supply 
Association, London. 
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ULTRA-VIOLET RAYS FROM TUNGSTEN LAMPS. 


Whilst the ordinary tungsten filament produces ultra- 
violet rays, these are entirely absorbed by the glass bulb. 
By the substitution of a bulb of fused silica—a difficult 
manufacturing operation—the U.V. rays are permitted 
to escape, and can be used for therapeutic purposes; the 


The Ulvira’’ Quartz Tungsten Lamp. 


radiation is weak compared with that of an arc lamp, 
but is useful where a very mild form of treatment is 
required, and is entirely free from harmful effects, 
whilst this type of lamp needs no skill in manipulation. 
The accompanying illustration shows the ‘‘ Ulvira’’ 
tungsten-filament lamp mounted with a reflector on an 
adjustable stand. It igs manufactured by the Corx- 
Cavendish Electrical Co. (1924), Ltd., London. 


THE “ DECKOREM” WALL JACK. 


This wall jack has been produced to meet the demand 
for an efficient and tidy means of connecting a 
loud speaker to a wireless set situated in another part 
of the house. The purpose is that a house, when being 
wired for electric lighting, should also be wired for 
wireless, but the jack will be equally useful in a house 


OECKORE™ 


The Deckorem’”’ Wall Jack. 


not wired for lighting. The jack itself is very neat in 
appearance, takes all standard telephone plugs, and 
once installed it requires no attention. Manufactured 
by Messrs. A. F. Bulgin & Co., London, it is made in 


several artistic finishes. 
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Selling Goods on Deferred Payment Terms. 


What to Include in the Agreement. 


By a Credit Trader. 


HE practice of selling goods on deferred payment 
terms, although strenuously opposed by the 
majority of British trades when it first made its 

appearance here, has now an established place in British 
domestic trading. We have houses, furniture, wearing 
apparel, sports equipment, and even wireless goods being 
sold under the system, and its general adoption by the 
electrical industry cannot be long delayed. It is already 
being used to a certain extent in the sale of electric 
cooking stoves, refrigerators, fires, and so on by the 
public supply companies, and before long, one may be 
sure, many electrical retailers will employ this system 
when selling such appliances as fires, stoves, and fans. 

Experience has shown that all types of goods can be 
sold on a deferred payment basis with absolute security, 
provided that reasonable care is exercised. There 
should, in the first place, always be a proper agreement 
securing to the vendor his interest in the article until 
paid for, so that, in the event of his meeting with a 
defaulter, he is in a position to enlist the services of 
the law in getting the goods returned. 


The Value of Good Printing. 


As a rule, the sales made under these conditions 
require a considerable amount of persuasion, and the 
prospective purchaser will fight shy of an agreement in 
strict legal form and language unless the amount in- 
volved is very large. The best manner in which to 
present the terms and conditions is to embody them on 
an order form, clearly printed except for the particulars 
of the individual sale, which should be written in by 
hand. For moral effect this form should be well 
printed, on good paper, in a light attractive type. If 
a general illustration of the goods dealt with can be 
given it will be helpful, since it gives the impression 
that everything is being done to show the purchaser just 
what he is buying. . 

Great care should be taken to give the correct name 
of the purchaser, and particularly to distinguish be- 
tween a limited company, partnership, sole owner or a 
private individual. The address to which delivery is 
to be made is also important, and it should be distinctly 
stated who is to be responsible for installation expenses. 
if any. 

Payment. 


Unless the payments are very numerous, it is advisable 
to give a table showing the amount of the instalments 
and the dates they fall due. If they are large, each of 
these should be evidenced by bills of exchange or pro- 
missory notes, so that it is not necessary to make appli- 
cation for each instalment. 

These should be set out in the agreement without any 
attempt to disguise the fact that the vendor is entitled 
to take back the goods in the event of the purchaser 
failing to meet his payments in due time, becoming a 
bankrupt, or causing or allowing any condition to arise 
which would endanger the vendor’s security. It should 
also be stated what part, if any, of the instalments 
already paid the purchaser is entitled to recover if the 
goods are taken back. 


There should, of course, be a substantial deposit with 
the order, and this is a good test of the customer's 
attitude towards the transaction. All said and done, 
it is only asking to ‘‘see the colour of his money ”’ 
before expense is incurred, 


The Guarantee. 


If a guarantee is given it should be clearly defined. 
A vague guarantee may be treated lightly in the courts. 
but it leaves the vendor open to vexatious claims, and 
in this manner goodwill and customers are easily lost. 

It is essential that a detailed description of the 
purchase be included in the agreement. If spare parts 
or equipment are likely to be supplied in the future 
it is as well to fix the basis of payment. The former, 
at any rate, should be on a prompt cash basis. 

Finally, it is advisable to conclude with a proviso 
to the effect that the vendor is free to make any con- 
cession which may seem advisable without affecting his 
rights under the agreement. 


* * 


Changing Purchases. 


Once let a customer know that you are anxious to 
please him (or her) before anything else, and, in addi- 
tion to becoming more or less a regular customer, that 
person will gladly sing your praises and act as an 
effective advertising medium for your business. For 
this very excellent reason, even if a purchase seems 
to be in every way satisfactory at the time of the 
transaction, and is afterwards found to be unsuitable 
for some reason which the trader himself cannot fathom. 
he must be prepared to put things to rights cheerfully, 
even though the fault, if fault there be, is not on his 
side We say “cheerfully ’’ advisedly, for if he looks 
at all disgruntled at being asked to change things, it is 
little better than refusing to do it at all, and he will be 
equally liable to be given a character for being dis- 
obliging or discourteous. 


Let your customers know that you are prepared to 
change things; advertise the fact in all your announce- 
ments, in your pamphlets, in your Press advertising. 
and have showcards written about it—in fact, make a 
sales-point of it. Such a course will create confidence 
in your shop, and encourage people to buy, even when 
they are not quite certain whether the articles they take 
a fancy to are just what they require. Let such 
customers know that if the goods are unsuitable an 
exchange can be effected with perfect willingness. One 
other point, and an important one, is that people. 
when changing things, generally feel under a moral 
obligation to the shopkeeper for the trouble to which 
they have put him, and are therefore often inclined 
to take a more expensive article away, paying the 
difference in price, or even making fresh purchases. 
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Blackburn Electricity Committee is formulating a scheme 
to canvases for consumers. 


Llandudno U.D.C. has decided that provision be made in 
future working class housing schemes for electric lighting. 
* 


St. Pancras (London) Electricity Committee proposes to 
establish a department for the sale of electrical fittings, and 
recommends the allocation of £20,000 for the purpose. 


In the modern office, practical machines are used for calcu- 
lating, adding, invoicing, posting, and so on, and to obtain the 
best service from machines and operators, efficient shadowless 
light is essential. The showroom illustrated is that of the 
Underwood Typewriter Co., Ltd., Queen Victoria Street, 


A Well-arranged Lighting Installation. 


E.C.4, and, as may be seen, there is an even light distribu- 
tion. This effect is obtained by the use of Siemens gasfilled 
lamps in conjunction with Siemens “ Silvaray glassware 
fittings. The installation was carried out by Electricity Ser- 


A feature of the sales service of Messrs. Volta, Ltd., in con- 
nection with their electric vacuum cleaners, is that no machine 
will be sold to the public except through recognised retailers. 
Other factors are special rebates on net prices according to 
the number of machines purchased, and free publicity and 
advertising assistance to retailers who stock Volta vacuum 
cleaners. Retailers should write for particulars. 


The Brundall and District Service Co., Ltd., informs us 
that it has just purchased from the Receiver the electrical 
contracting business of Messrs. E. & C. Gates, Ltd., Arcade 
Street, Norwich. It proposes, after re-organising, to carry on 
the business, specialising in country house lighting installa- 


tions. 


Graham Amplion, T.td., has appointed Automobile Acces- 
sories, Ltd., 93-95, Victoria Street, Bristol, its West of Eng- 
land representatives for the “Graham Amplion ” public 
speech and band repeater equipment. Tours by equipped 
vans are shortly being commenced. 


Messrs. Priestley & Ford, Birmingham, are entering the 
wholesale electrical trade, and their premises at 3, Carrs Lane 
are being considerably enlarged for this purpose. They will 
comprise eventually three floors, with extensive storage accom- 
modation, offices and demonstration rooms. 
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NEW SALES LITERATURE AND CATALOGUBS. 


Volta, Ltd., Kern House, 36/38, Kingsway, W.C.2.—Three 
illustrated leaflets describing * Volta’’ vacuum cleaner 
attachments. Also an adhesive stamp advertisement. 

Mr. Alan Wright, 124, Chancery Lane, W.C.2.—A cut-out 
containing details and prices of ‘* Inventum "’ electrie cisterns, 
arranged for overprinting. 


The Benjamin Electric, Ltd., Brantwood Works, Tariff 
Road, Tottenham.—A priced and illustrated folder describing 
Bencolite units for artistic lighting. 

The Sun Electrical Co., Ltd., 118-120, Charing Cross Road, 
W.C.2.—List No. 470, containing illustrations and prices of 
Sunnix dustproof lighting fittings. 

Mr. J. E. Stott, 15, Clare Hill, Huddersfield.—Illustrated 
leaflets dealing with the ‘‘ S-an-S'" electric wash boiler and 
electric lamps. 

Pope’s Electric Lamp Co., Ltd., 5, Arthur Street, New 
Oxford Street, W.C.2.—A leaflet advertising ‘‘ Pear! Elasta " 
internally frosted gasfilled lamps. 

Factum, Ltd., 17, Soho Square, W.1.—Price lists of electric 
lamps, clear, opal and coloured. 

Radio Instruments, Ltd., 12, Hyde Street, New Oxford 
Street, W.C.1.—An illustrated folder, fully describing the R.I. 
h.t. supply unit for a.c. mains. Priced. 

Marconiphone Co., Ltd., 210, ‘Tottenham Court Road, 
London, W.1.—Fully illustrated and priced 72-page catalogue 
of broadcast radio receiving sets and component parts. 

Messrs. C. W. Outram & Co., Woodville, near Burton-on- 
Trent.—An illustrated catalogue of porcelain insulators for 
electric lighting, heating and power purposes. 

Siemens & English Electric Lamp Co., Ltd., 38-39, Upper 
Thames Street, E.C.4.—April price sheet containing illus- 


trated particulars of all kinds of electrical apparatus and 
appliances. 

The Wholesale Electric Lamp Co., I.td., 150, Vauxhall! 
Bridge Road, S.W.1.—A net trade price list of electrical 
materials, accessories, and appliances. including lighting 
fittings. 


L.P.S. Electrical Co., Ltd., Avenue Road, Acton, W.3.—A 
pamphlet advertising the company's test and battery clips, 
&e.; priced and illustrated. 

Tungstone Accumulator Co., Ltd., 3, St. Bride’s House, 
Salisbury Square, E.C.4.—A folder advertising ‘‘ Tungstone "’ 
accumulators which are claimed to be free from permanent 
over-sulphation. 

The Iron and Nickel Battery Co., Ltd., 17-19, Cockspur 
Street, Pall Mall, S.W.1.—An illustrated and priced pamphlet 
describing the ‘‘ Ionic ” electric hand lamp. 

_ Electradix Radios, 218, Upper Thames Street, E.C.4.—An 
illustrated catalogue of radio apparatus. electric drills, 
heaters, &c. 

Philips Lamps, Ltd., 145, Charing Cross Road, W.C.2.— 
Leaflet No. 81, illustrating and describing the company’s h.t. 
supply unit for connection to d.c. mains. Priced. 


Superlamp, Ltd., 92 & 94, Paul Street, E.C.2.—April net 
trade price list of electrical material, accessories and appli- 
ances. Illustrated. 


“ANY LAMPS TO-DAY.” 


The ‘‘ Damay Larks,”’ a concert party composed of members 
of the clerical staff of Messrs. Mayall & Co., Ltd., Birming- 
ham, send us the following parody on the popular fox-trot 
tune, ‘‘ Any Ice To-day, Lady 

Any lamps to-day, Contractor? 
We've lots in stock, Contractor, 
Won’t you buy our lovely lamps to-day” 
We've all sorts and sizes, 

Correct Elma prices, 

Hurry up before they're sent away. 
Yes Sir! Yes Sir! 

Sold here in Birmingham, 

No Sir! No Sir! 

Not made in Rotterdam. 

If you want to buy some, 

Just step inside and try some, 
Contractor, be good to us. 
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LLANBEDROG MOUNTAIN NR. PWELLHELI 
Photograph by kind permission of L.M. & S. Railway 


The FAN SEASON 


When thoughts turn instinctively and with- 
out effort to holidays and holiday resorts, 
that is the time to think also about the 
selling of electric fans. Our summer is 
elusive and all too brief, but profitable 
business is done by those Electrical Retailers 
who are prepared with an adequate stock of :- 


‘COSMOS’ FANS 


“Cosmos” Fans are efficient and dependable 
Send at once for the new _ season’s catalogue 


METRO-VICK SUPPLIES LIMITED 


(Proprietors: Metropolitan-Vickers Electrical Co. Ltd ) 


155 Charing Cross Road, London, W.C.2 


Printed by Tur ‘PREMIER LINOTYPING | AND PRINTING Co., Lrp., a, Dean Street, Fetter Lane, E.C.4, and Published by 
EvscrricaL Review, E.C.4. 


4, Ludgate Hill, London, 
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